ENERGY MANAGEMENT PACKAGE

Strengthening Client Relationships and Adding Value to

Service Contracts with Small Buildings Customers
through Energy Analysis and Management

ANALYZE USAGE & BENCHMARK

® Compare performance with peers

® Continue monitoring & ® Analyze patterns in energy data
analysis annually

® Use free or low cost, available tools

RESULTS THE ENERGY
$ MANAGEMENT
PACKAGE

® 1 hour onsite

© Template report walkthrough

® Goal setting

\ ® |dentify operational
guidance

changes

® Informed by
usage analysis

WEL_. WHICH CUSTOMERS WOULD BE INTERESTED?

W Value-oriented customers (not price focused third of market)

@ Customers motivated to save on utilities who are willing to follow the
contractor’s lead

m Data-driven customers

m Customers with sustainability/environmental objectives
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WHY WOULD AN HVAC CONTRACTOR
OFFER THIS PACKAGE?
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Differentiate your firm

Gain credibility through

hrs, mostly salaried staff) program affiliation

Identify additional service
opportunities

BENEFITS TO THE CUSTOMER:

Interest in energy efficiency is rising
amongst small business owners—and for A Fstimated Annual Savings
good reason. In addition to saving money
and reducing environmental impacts,
energy upgrades can also improve indoor
environmental conditions including
thermal comfort and productivity. This
package uses low or no-cost energy
efficiency measures to save 3-5% on
utility costs: a savings of $200-900 per Food Sales| Office
year on average, depending on building Food Service Retail
size, type and climate.




COST & REVENUE STRUCTURE: F \(\G) Waﬁ

The primary mechanism for an HVAC contractor to sell the Energy Management
Package is to integrate the offering into a service or maintenance contract. Details
of this model with estimates of costs and revenue streams are outlined below.
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Alternately, the Energy Management Package could be sold to customers as a
stand-alone offering. While this option provides less risk to the HVAC contractor, it
also likely provides less savings to the customer.

o PROVIDE AS STAND-ALONE OFFERING: $SFESTESEES
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“Customers are with you for 7-9 years. At 20% margin....it gets to be

K

complicated. If it were just based off the energy costs- the software, [the
technician]’s hours, it doesn’t pencil out. We wouldn’t do it just for that.

[Energy management] only makes sense if you then sign them V&,
[
N
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up for a multi-year maintenance contract” —Ccontractor

Contractors we interviewed consistently identified the recruitment and retention of customers due to the value added to be the biggest benefit of offering
energy management. The median cost to recruit a new small commercial customer was $400-600 in our limited survey, so the estimate of $100-600 benefit
assumes offering the package twice might result in about one new customer. There is not expected to be a large profit from upgrades performed, because
package measures are primarily operational and contractors generally reported small margins on labor. Labor costs assume most labor is done by salaried
employees as technician rates tend to be high ($100+/hr). Estimated savings are based on 5% annual energy savings using national average energy costs
based on CBECS 2003 data. Upgrade costs will will vary depending on the measures implemented. Package measures tend to have short payback period, and
savings will likely persist over more than one year. However, regular monitoring is necessary to ensure savings persist.






